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    The number of automobiles in use in China has significantly increased, in part 
because of the macro economic circumstance of the steady growth of GDP, and the 
dramatic development of the transportation industry. The growth of private 
automobile ownership provides the GPS industry with outstanding opportunities. 
Additionally, the scale and growth of wireless usage, provide numerous opportunities 
for the application of GPS on cellular phones, and lays the foundation for new GPS 
applications. Given this background, this article focuses on companies strategic 
marketing plans by considering the real situation of typical companies in Chinas’ GPS 
industry, related industries, competitors, and other outside factors. 
Initially, this article analyzes trends in the GPS industry and current industry 
circumstances and bottlenecks, in order to illustrate the relationship between the GPS 
industry and the economy, regulation, and other macro factors. In addition, the article 
also analyzes advantages and disadvantages of GPS companies by analyzing these 
companies in terms of micro factors. Furthermore, this article advises companies on 
the developing strategy they should adopt in terms of the SWOT analysis tool. A 
specific strategic goal is then developed in order to transform a company’s 
disadvantage, into an advantage. 
Next, this article analyzes target clients of GPS companies. It assesses a selected 
sub-market, and chooses an appropriate market development model for that particular 
market, by using basic principles of Market Segmentation. 
This article also provides specific advice to companies regarding methods to 
apply strategic marketing plans, and also delineates the strategic focus in accordance 
with the BCG matrix. 
A strategic plan is meaningless without application; therefore, this article 
provides specific strategies and the control and security of application.  
This article is written with the intent of helping Yaxun strengthen its core 
competitive capability, seize some opportunities, and break through the development 
bottlenecks. By doing this, we will determine the best marketing strategy in order to 
achieve sustainable success in this competitive market. 
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1 绪 论 
1.1 GPS 基本概念 
1.1.1 GPS 定义 





目前已投入运行的卫星导航定位系统主要有美国的 GPS 、俄罗斯的 GLONASS 、
欧洲的伽里略以及我国的“北斗一星”系统。全世界几乎所有需要导航、定位的
用户，都被 GPS 的高精度、全天候、全球覆盖、方便灵活等特点所吸引。   
1.1.2 工作原理 
























 图 1-1： 基本原理图  
数据来源：内部资料整理 
 
对图 1-1 进一步说明如下： 
1．每一辆被管理的车辆都安装了一台 GPS 定位管理终端设备，或者每位被









     1991 年海湾战争爆发，许多军工技术随着一个又一个的战争神话在大众之
间流传开来，GPS 就是其中之一。当 GPS 刚刚进入中国时，它被认为是一项神秘
而尖端的技术，并被媒体炒得沸沸扬扬。许多商家也一致看好这一领域，认为市
场极大、前途无量，迫不及待地进入这一领域。 



























现了停滞的状况：2006 年－2007 年业务收入基本持平，根据 2008 年上半年的销






破这一僵局呢？    
从 1998 年以来，国家仍然没有颁布 GPS 行业的统一标准，而且企业进入这

















































1950 年左右，尼尔· 鲍顿提出市场“营销组合” 概念。1956 年，温德尔· 斯
密首次介绍了“市场细分”[1]。在企业实践中，市场营销组合可起到提供系统管
理的工具和简化决策程序的双重作用。  
20 世纪 60 年代，菲利普· 科特勒教授将杰罗斯· 麦卡锡所提出的 4P （产
品、价格、地点和促销）增加到 6P ，即增加了政治、公共关系，对营销组合进




20 世纪 80 年代，美国市场营销协会（AMA ）提出市场营销不仅限于企业活
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